Purpose -This paper aims to operationalise and juxtapose variables related to identity, strategy and communications, and then examine the impact of such integration on organisational stakeholders' trust, loyalty and commitment by using commitment/trust theory.
Introduction
identity-creation process. Communication is everything in and about an organisation and it has an extensive impact. Studies on consumer behaviour have extensively acknowledged that communication -from company stationary to promotion and internal/external communications -influences stakeholders' behaviour and attitudes (Lau and Ng, 2001) . According to Belch and Belch (2011) , advertising is a key element of promotion in organisations, as it informs their audience about their brands, their key benefits, accessibility and position, while IMC puts emphasis on supporting a consistent message to demonstrate their brands through diverse ways (Kliatchko, 2008) . Luck and Moffatt (2009) claimed that the role of promotion in IMC is to deliver adequate information to the audience about the brand in a way that is consistent with how the firm describes its identity and image. In addition, they recommend that promotion contributes to a very distinctive identity, by maintaining the reliability shaped by the brand. This is predominantly important in the context of IMC, as it stresses the brand image formed by the company. Furthermore, Belch and Belch (2011) then proposed that the key vital value of IMC is to demonstrate the integrity of the product to customers, regardless of the kinds of communication tools elected to convey the message.
Corporate communication can impact on the organisation's uniqueness in addition to its products and services, sales promotion, sponsorship and direct selling, advertising, corporate advertising and public relations activities (Barich and Kotler, 1991) . A company communicates in both a controlled and an uncontrolled manner to make the organisation distinctive. Therefore, in addition, public relations and corporate advertising activities are directed at brand recognition and familiarity rather than at individual promotions communicating a company's corporate identity. Appendix 1 illustrates the notion of integrating identity, strategy and communications for trust, loyalty and commitment from key authors.
Corporate communications have been classified into internal and external and are considered as a function of human resources, public relations and marketing communications departments in an organisation. As explained in existing academic literature, these departments use corporate communications for communicating with internal and external audiences about policy, crises, promotions, marketing initiatives, etc. by means of various vehicles such as logo, fonts, typefaces, code of conduct, email etiquettes, branding, recognition rewards, customer relationship strategies, marketing collaterals, etc. Van Riel (1995) reviewed corporate communications from an organisational function point of view and classified them into management communications, marketing communications and organisational communications. Classification of corporate communications by Balmer (1995) indicates that the corporate communications mix incorporates primary, secondary and tertiary communications. The embeddedness of a company's communications to stakeholders into concepts like mission, vision, strategies, identity, image, reputation is also reflected in marketing literature by authors such as Lau and Ng (2001) . Barich and Kotler (1991) explain that controlled marketing communication activities position a company's brand in the marketplace, as well as promote the company itself. Simoes et al. (2005) refer to corporate identity as an uncontrolled communication and reflect on it as the way in which an organisation's identity is revealed through its behaviour and symbolism towards internal and external audiences. Based on this, the following hypotheses are derived:
H1. The more favourable the brand identity is perceived by consumers, the more favourable the attitude consumers have towards the brand strategy.
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Trust, loyalty and commitment H2. The more favourable the brand identity is perceived by consumers, the more favourable the attitude consumers have towards the brand-controlled communication.
H3. The more favourable the brand identity is perceived by consumers, the more favourable the attitude consumers have towards the brand-uncontrolled communication.
H4. The more favourable the brand strategy is perceived by consumers, the more favourable the attitude consumers have towards the brand-controlled communication.
H5. The more favourable the brand strategy is perceived by consumers, the more favourable the attitude consumers have towards the brand-uncontrolled communication.
Controlled communication, uncontrolled communication, trust, loyalty and commitment
Controlled and uncontrolled corporate communications are part of overall corporate communication. Both concepts are part of the company's management tools; all deliberately used forms of communication (internal and external) are consistently efficient and professional in generating a favourable basis for an association with a company's stakeholders (Van Rekom, 1997) . A key element of controlled corporate communication is recognised as visual identity/design, which is a tangible centrepiece of the company's identity; it forms the physical symbols and produces physical recognition of the company (Olins, 1991) . Nevertheless, the intangibility of brand exacerbates the effort of managing the visual identity of the company. For instance, logo, name and design all aim to transmit the tangible hints that influence consumers' perception. The organisation's design can be viewed as either long-or short-term commitment. Additionally, the visual identity/design components indicate the organisation's culture, which must be recognised by the organisation's stakeholders to make an impact on their trust, loyalty and commitment. A website is an essential communication function (Kim and Stoel, 2004) and is considered to be an organisation's virtual storefront (Argyriou et al., 2006) . It provides general audience information about the firm and its products/services and promotes a positive corporate and product/brand image to improve trust, loyalty and commitment. Promotion is a kind of advertising of a product to endorse its effectiveness to deliver customers with different levels of hedonic benefits. Promotion is an opportunity for exploration, value expression and practical benefits such as improving shopping convenience, savings and higher product quality (Chandon et al., 2000) . Promotion as a key element of controlled communication provides recognisability and evokes an emotional response towards the company.
Organisations have many ways of communicating to create the organisation's distinguishing features. Therefore, in addition to visual identity, website and promotion, managers use uncontrolled communication. The key elements of uncontrolled communication have been identified as either word-of-mouth (WOM) or tertiary communications, which is a message that is imparted about the organisation by third parties. WOM can affect consumers' perceptions and expectations during their search for information and the subsequent purchase process; also, it influences their attitude during the re-purchase evaluation of alternative brands. WOM can impact their decisions either positively or negatively. Public relations and media relations are the significant functions for the maintenance of relations with the company's public, and are relied on for success, legitimacy and growth (Broom, 2011) . Public relations activities are focused on an organisation's familiarity and recognition rather than on individual promotions communicating a company's corporate/brand identity. However, media and public relation activities are gradually being recognised by the marketers as important components of the IMC arsenal; however, there is a lack of studies on public relations and marketing communication. Hallahan (2007, p. 308) states that the public relations literature recognises communication as "fragmentary and hardly conclusive". Grunig (2006) emphasised the association between IMC and public relations as an independent strategic function (Grunig, 2006) . IMC can be perceived as a marketing planning process. However, IMC can trigger public relations' authors' doubts about marketing as the prevailing purpose of communication (Grunig et al., 2002) and public relations as a marketing support purpose (Debreceny and Cochrane, 2004; Hendrix, 2004; Keh et al., 2007) .
Given the exceptional influence of social media, companies are increasingly trusting it as a channel for marketing communication (Kumar et al., 2016) . Alden et al. (2011) found the best three IMC practices for social media marketing to be:
(1) the brand should be promoted consistently within different elements of the communication mix;
(2) the 4Ps should be integrated; and
(3) communication should provide information on positive social behaviour changes and actions.
Whereas commercial marketers mostly emphasise the first principle when they mention IMC, social media marketers consider the efficiency of their interventions and usually use all three tenets for planning an advertising campaign, and they refer to this as the ISMC (integrated social marketing communications) approach. ISMC scholars (Grier and Bryant, 2005; Maibach, 2002) refer to social marketing promotion as an integrated constituent of the social marketing endeavours. An original and creative programme can produce a higher level of customer attention. The social marketing and IMC relationship stresses the importance of integrating communications with elements of the communication mix (Deshpande et al., 2004; Smith, 2009 ). The internet is a significant medium and channel for marketing and is an important part of a firm's multichannel strategy (Bart et al., 2005) . To exploit this channel effectively, firms need to create long-term relationships with customers. To cultivate relationships, customer trust is important (Dwyer et al., 1987; Shankar et al., 2003) . Developing a successful marketing strategy would require an understanding of the way consumer trust is developed and how trust affects consumer behaviour (Bart et al., 2005) . Alden et al. (2011) believe that by integrating the approach to social marketing, managers could deliver more consistency in the brand's promotional efforts through the communications mix; this results in synergy, which improves the influence on consumer trust, loyalty and commitment. Taken from the above, we postulate the following:
H6. The more favourable the brand's controlled communication is perceived by consumers, the more favourable the attitude consumers have towards the brand's uncontrolled communication.
H7. The more favourable the brand's controlled communication is perceived by consumers, the more favourable trust consumers have towards the company.
H8. The more favourable the brand's controlled communication is perceived by consumers, the more favourable loyalty consumers have towards the company.
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Trust, loyalty and commitment H9. The more favourable the brand's controlled communication is perceived by consumers, the more favourable commitment consumers have towards the company.
H10. The more favourable the brand's uncontrolled communication is perceived by consumers, the more favourable trust consumers have towards the company.
H11. The more favourable the brand's uncontrolled communication is perceived by consumers, the more favourable loyalty consumers have towards the company.
H12. The more favourable the brand's uncontrolled communication is perceived by consumers, the more favourable commitment consumers have towards the company.
Trust, loyalty and commitment
The relationships between trust, loyalty and commitment were based on the seminal paper by Morgan and Hunt (1994) on relationship marketing. The commitment/trust theory makes relationship marketing more effective because it inspires marketers to aim at:
preserving relationship investments by co-operating with exchange partners; resist attractive short-term alternatives in favour of the expected long-term benefits; and view potentially high-risk options as being prudent because of the belief that their partners will not act opportunistically (Mukherjee and Nath, 2007, p. 1176 ).
Trust is defined as a psychological state of accepting vulnerability by expecting positive behaviour and intention of others (Rousseau et al., 1998) . Trust is the confidence about a website or social media as an element of uncontrollable communication to deliver according to the expectation, which is based on prior experience (Gefen, 2000) . Trust can therefore moderate loyalty and strengthen customer commitment. Trust is an important aspect of building a long-term relationship with customers. In addition, trust can be linked to the perception of consumers about the ability to meet the customers' loyalty. Loyalty can be defined as: a deeply held commitment to re-buy or re-patronise a preferred product or service consistently in the future, thereby causing repetitive same-brand set purchasing, despite situational influences and marketing efforts having the potential to cause switching behaviour (Chaudhuri and Holbrook, 2001, p. 82 ).
According to Ponsonby-Mccabe and Boyle (2006) , the key issues which encourage the consumers to become loyal to the brand are:
• willingness to re-purchase over and over again; and • the belief that the consumption experience is good value for the price paid (p. 180).
Well-designed communication can have an impact on trust and loyalty, and impact the commitment of stakeholders to an organisation. The interactions between the constructs draw customers into the centre of the company's networks (Rao et al., 2000) by increasing the salience of the organisation identity in the mind of consumers, and increasing the likelihood of their commitment. Based on all the different arguments presented by various scholars, such as Kitchen (2005) and Van Riel (1995), we offer trust, loyalty and commitment as consequences of communications. Furthermore, customers who are loyal to the company are less likely to switch, and they make more purchases compared to non-loyal customers. Also, loyal consumers may be willing to pay more for services or products, because they perceive some distinctive value in the brand compared to its competitors (Reichheld, 1996) . Studies show that satisfying customers is very significant for the success of any company; however, there is no guarantee that the satisfied customer will come back and repeat the purchase. In addition, loyalties can influence commitment to the brand, as commitment is a psychological brand attachment which leads a customer to a state of motivation (Eagly and Chaiken, 1995) . The motivation produced by high levels of commitment which is behavioural and attitudinal can be assumed to replace the selective cognitive processing of information which filters out aspects threatening the customers' attitude. Thus, according to the commitment/trust theory, the discussion highlights the significance of trust, its ambiguous association with loyalty and commitment and lastly, the significance in the current context of the research, it is hypothesised that:
H13. The more favourable the trust is perceived by consumers, the more favourable loyalty consumers have towards the company.
H14. The more favourable the loyalty is perceived by consumers, the more favourable commitment consumers have towards the company.
Methods
The study's context and data collection This paper examines the applicability of commitment/trust theory (Morgan and Hunt, 1994) and the results are based on data which are collected from a well-recognised retail store in London. The high-end retail stores in London have well-known brands and are destinations for tourists and non-tourist visitors. According to Dennis et al. (2014) , the high-end store can influence consumers' perception associated with its brand identity. An exploratory study was conducted in this study to gain an in-depth understanding of the research questions in the retail industry. To develop an appropriate scale, we follow Churchill's (1979) procedures:
• to gain an in-depth understanding of the research area (Dacin and Brown, 2002); • to understand the actual practice in the field to gauge whether the proposed research study is relevant; and • to obtain insightful information and understand the proposed research questions, generate hypotheses and refine the measures for a questionnaire (Churchill, 1979) .
Nine interviews were conducted with academics and experts. The data collected assisted the researchers to narrow the search from broad to more specific and concrete data. The main scale measurements were generated from the preliminary qualitative research and literature review. Afterwards, the list was checked for inter-judge reliability by five academics in the field of branding and marketing. They commented on the suitability of the items and checked the clarity of wording; their suggestions were then incorporated. Also, they were asked about the significance of each statement and to indicate which items should be retained (Lichtenstein et al., 1990) . Then, to examine the research's conceptual model, a pre-test was conducted among 45 academics and practitioners to examine the suitability, validity and freedom from error of the measures developed. All responses were measured using a seven-point Likert-type scale (from 1 ϭ strongly disagree to 7 ϭ strongly agree). At this stage, reliability as an essential condition of validity and exploratory factor analysis (EFA) were tested to identify any patterns in the data (De Vaus, 2002) . The scales illustrated a high degree of reliability, with a Cronbach's alpha of 0.95; this is greater than 0.70, which is appropriate for most research purposes (De Vaus, 2002; Hair et al., 2006; Nunnally, 1978) . After the validation process (pre-test), the main data set was collected from a self-structured administered questionnaire.
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Based on the study by Dennis et al. (2014) to represent sample as practicable of shoppers in the store, a usable sample of 347 internal and external stakeholders (employees and visitors to the store) was collected on various days and hours including weekdays and weekends over a two-month period. This includes 105 male and 242 female respondents (plus five other missing answers to the gender question). The distribution according to ethnic group was 25 per cent Asian, 18.7 per cent mixed/multiple ethnic groups, 17.3 per cent English/Welsh/ Scottish/Northern Irish, 14.7 per cent Mediterranean, 8.6 per cent Black/African/Caribbean and 15.3 per cent others. The respondents were mainly undergraduates (47.6) with an average age of 30 to 39 years (40.6) and 20 to 29 years old (27.7 per cent). Respondents were mainly students (44.7 per cent) or employees at the store (16.4 per cent). Table I provides further details on the sample frame.
The survey measures
The questionnaires contained measures based on previous research and qualitative study. There are seven main constructs in the current research: identity (CBI), strategy (STR), , 1997) . The company's guidelines were measured by using four items (philosophy, value, vision and mission). The variable "personality" was obtained based on previous conceptualisations (sincere, excited, competence, sophistication and rugged), in particular those described by Aaker (1997) . Positioning was measured as the respondents' perception towards the companies' target market, competition, product category and brand promise.
Corporate strategy can be defined as the master plan of an organisation which circumscribes the company's services/products, its total objectives and the policies through which it competes in its specific marketplace (Melewar, 2003) . The variable strategy was measured through three constructs:
(1) differentiation (customer focus, unique selling point, customer knowledge and customer satisfaction); (2) social responsibility (social participation, ethical, honest and transparent); and (3) governance (policy, procedures, standards, accountability and equality).
Appendix 2 illustrates the study constructs and scale items.
Controlled communication is the tool of management by means of which all consciously used forms of external and internal communication are harmonised successfully and professionally to generate a favourable basis for associations with the stakeholders upon whom the organisation is dependent (Melewar, 2003; Van Rekom, 1997) . Controlled communication consists of three key elements:
(1) visual identity/design (logo, name, colour and design) (Foroudi et al., 2014);
(2) promotion (product launches, sponsorships, events and loyalty incentives); and
(3) website.
The measurement for website was based on previous studies (Alwi, 2009; Argyriou et al., 2006; Halliburton and Ziegfeld, 2009) . Previous studies recognised antecedents of website design used here; these include navigation, design/layout/appearance, functionality and usability, customisation, security, availability and information. Semi-/uncontrolled communication is defined as organisational communication by sending signals that are not created consciously or deliberately (Melewar, 2003) , and it is measured by means of four elements:
(1) WOM (consumers, suppliers, business customers, investors);
(2) public relations (media engagement, content management, event management and industry awards); (3) media relations (print media, electronic media, television and radio); and (4) social media (marketing podcasts, blogs, social networking websites and search engine optimisation).
Trust can be defined as the reliability of a brand or the willingness of the average consumer to trust the brand's capability to achieve its stated function and develop a long-lasting relationship (Chaudhuri and Holbrook, 2001) . It can be measured through reliability, social consciousness, familiarity and identification. In addition, based on the definition by
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Trust, loyalty and commitment Chaudhuri and Holbrook (2001) , loyalty is the devotion that leads to greater market share when a similar brand is constantly purchased by specific customers. The loyalty is related to experience, credibility, trendiness and innovation. Commitment can be described as a psychological bond that characterises an individual's relationship with an organisation (Bateman et al., 2011) via four particulars: brand relevance, brand love, brand dominance and brand preference.
Analyses and results
The study followed a measure validation procedure through a two-step approach based on Anderson and Gerbing (1988) . In the first stage of analysis, EFA was run to achieve the theoretically expected factor solutions (Hair et al., 2006) . All the scales illustrated acceptable reliability (Cronbach's alpha Ͻ 0.931) (Nunnally, 1978) . Bartlett's test of sphericity showed the association between the measurement items to be higher than 0.3, and this is also appropriate for EFA (Hair et al., 2006) . In addition, Kaiser-Meyer-Olkin's measure of sampling adequacy is 0.941. This is greater than 0.6, which suggests suitability for EFA; furthermore, the relationships between the items are statistically significant and provide a parsimonious set of factors (Tabachnick and Fidell, 2007) . The results from descriptive statistics and correlation matrix for the constructs showed that the correlation between each pair of latent variables was significantly less than 1 (Appendix 2).
In the second stage of analysis, the analysis was run using AMOS 21 (analysis of moment structures) using the default method -maximum likelihood. In this stage, CFA (confirmatory factor analysis) was used to measure construct unidimensionality; the investigation of each item was internally consistent and confirmed the constructs on the basis of the measurement models (Gerbing and Anderson, 1988) . Additionally, discriminant validity indicated that relationships between the research factors were less than the suggested value of 0.92 (Kline, 2005) . In addition, the homogeneity of the construct was examined by convergent validity which was inspected on the basis of construct reliabilities (Anderson and Gerbing, 1988) . AVE (average variance extracted) for each construct ranged from 0.503 to 0.818. A good rule of thumb is that an AVE of 0.5 or higher indicates adequate convergent validity. Then, the analysis proceeded to "step-two approach" known as the structural model.
In this stage, the structural model fit was examined throughout goodness-of-fit indices (df -degrees of freedom, 5,043.695; RMSEA -root mean square error of approximation, 0.058; CFI -comparative fit index, 0.921; IFI -incremental fit index, 0.921; and TLI -Tucker-Lewis index, 0.917). The "favourable" fit values provide a satisfactory fit to the data and therefore indicate the unidimensionality of the measures (Anderson and Gerbing, 1988) . Afterwards, the hierarchical linear regression analysis was used to test the research hypotheses. Given the directional nature of the research hypotheses, the examinations are all one-tailed. Table II shows the final research model with structural path coefficients and t-values for each relationship and with squared multiple correlations (R 2 ) for each endogenous construct. The H1, proposing the direct effect of identity on strategy (H1: ␤ ϭ 0.652, t ϭ 8.880), was statistically supported. H2 and H3 address the impact of identity on controlled communication and uncontrolled communication (␤ ϭ 0.332, t ϭ 4.628; ␤ ϭ 0.406, t ϭ 3.451 respectively), and the significant relationships were confirmed. The findings signify that the relationship between strategy and controlled communication (H4) was significant (␤ ϭ 0.691, t ϭ 7.025). With regard to the fifth research hypothesis (H5), the unexpected result shows the relationship between strategy and uncontrolled communication (␤ ϭ Ϫ0.200, t ϭ Ϫ1.132) was non-significant. H6, H7, H8 and H9 address the impact of controlled communication on uncontrolled communication, trust, loyalty and commitment (H6: ␤ ϭ 0.783, t ϭ 3.018; H7: ␤ ϭ 0.643, t ϭ 2.916; H8: ␤ ϭ 1.722, t ϭ 5.187; H9: ␤ ϭ 0.580, t ϭ 3.359 respectively) and the significant relationships were confirmed. The standardised regression path between uncontrolled communication and trust (H10: ␤ ϭ Ϫ0.344, t ϭ Ϫ1.710, p ϭ 0.087 Ͼ 0.05) and uncontrolled communication and commitment (H12: ␤ ϭ Ϫ0.262, t ϭ Ϫ1.484, p ϭ 0.138 Ͼ 0.05) were rejected because the results were not statistically significant. As a result, it may be a challenge for companies to design a favourable uncontrolled communication which could influence the stakeholders' trust and commitment towards the organisations. H11, which explains the relationship between uncontrolled communication and loyalty, was found to be significant in the hypothesised direction (␤ ϭ Ϫ0.899, t ϭ Ϫ3.293). In the hypothesised model, the effect of trust on loyalty (H13: ␤ ϭ 2.424, t ϭ 0.015) did reach significance. However, the results indicate that there are no relationships between loyalty and commitment (␤ ϭ 0.149, t ϭ 1.547 p ϭ 0.122 Ͼ 0.05). The results show that the hypotheses received a considerable amount of support; 10 out of 14 relationships were statistically significant. The results of the validated structural model are depicted in Figure 2 .
Findings and discussion
This paper contributes to several different research streams. By implicating identity and strategy as key drivers of IMCs, this research complements that built on consumers' trust, loyalty and commitment. The research's conceptual framework was developed based on commitment/trust theory and the understanding and application of IMC as synergy in communication, by using multiple modes of communication to send the desired message to the intended audiences and improve consumers' loyalty. The emphasis on identity and strategy enables the marketing managers to precisely and consistently communicate, develop and implement the IMC strategy. The results of this study and our framework can be a useful guideline for managers to create a more synergistic and effective IMC program. The findings suggest that the elements of identity (guidelines, personality and positioning) have an influence on the strategy of the brand (brand identity has positive impacts on brand's strategy), which leads to a more synergistic and effective controlled and uncontrolled communication programme (identity has positive impacts on brand's controlled and uncontrolled communication). From an academic and industry standpoint, the study provides some support for confirming an idea that some marketing and communications practitioners have believed for years: that consumer attitudes towards a brand identity may be enhanced by pursuing a strategy that consistently integrates messages across controlled communication. This research makes a number of contributions to the literature of identity, strategy, communication and IMC. The research is the primary basis that confirms the presence of significant direct effects of both identity and strategy on IMC. This research offers managerial contributions for decision-makers, marketers and graphic designers who wish to understand the whole situation of the relationship between identity, strategy and favourable IMC, and their impact on consumers' trust, loyalty and commitment. Importantly, this study helps consultants and managers to understand whether the company's identity and strategy communicate an authentic message and the personality of the company to the target audience.
The next findings were based on the relationships between strategy and controlled and uncontrolled communication. The characteristics of strategy include differentiation, social responsibility and governance. Our study found that brand strategy has positive impacts on brand's visual identity/design, website and promotion (controlled communication). However, surprisingly, there was no relationship between brand's strategy and uncontrolled communication, and the regression path unexpectedly illustrated a significant negative relationship between these two variables (␥ ϭ Ϫ0.200, t-value ϭ Ϫ1.132). Therefore, H5 was rejected because it was not statistically significant (p 0.258). This unexpected result could be related to the industry type of the case company. For a more critical consideration of the emerging insignificant relationship, the literature and the qualitative data were revisited. The structural model assessment supported the discriminant validity of the research constructs, and established that the constructs measures are truly distinct. The assessed discriminant validity correlations were statistically significant (p Ͻ 0.05) (Hair et al., 2006) . The estimated correlations among factors were less than the recommended value of 0.92 (Kline, 2005) . Because no study has examined IMC in terms of its association with brand/ ␤ ϭ Ϫ0.262, t ϭ Ϫ1.484, p ϭ 0.138 Ͼ 0.05) were rejected, as they were not significantly different from 0 at the 0.001 level of probability.
With regard to the tenth research hypothesis (H10) (brand's uncontrolled communication has a positive impact on consumers' trust towards the brand), the examination found that there is insignificant relationship between the consumer's attitude towards the brand's uncontrolled communication and their trust towards the brand. This finding is surprising, considering that the literature indicates that uncontrolled communication has an impact on consumers' perception but not necessarily an impact on consumers' trust and commitment; it can be a challenge for companies to increase their consumers' trust and commitment with the company and its services. Therefore, managers should pay particular attention to IMC information from the consumers' point of view.
Future research
This study attempts to develop understanding of the role of identity and strategy on IMC in relation to building trust, loyalty and commitment, although the findings are not without their limitations. This study provides a broad base for further research on IMC, identity, strategy and marketing channel evaluation and effectiveness at a time when this is a key issue for marketing communications.
In future research, the number of channels studied could be extended; indeed, there may well be new ones soon. In addition, this study used multiple constructs and measurements and worked within a retail setting in the UK. Researchers who study retail in the UK could explore these validated and reliable measurements. This research represents a first attempt to conceptualise the favourable IMC and its antecedents and consequences in a retail setting; hence, a future study could further develop the concept of IMC in a retail setting taking into account the various stakeholders (e.g. consumers, employees, shareholders and employers). It should also be helpful to consider other modes of services. In this respect, further study should investigate whether the domain of the favourable IMC construct modifies or changes, and how the association in the proposed framework would differ with the type of relationships being investigated. Furthermore, a future study could explore whether the relationships found in this study hold in other countries. This study is the first on the topic of the relationship identity and strategy on IMC in relation to building trust, loyalty and commitment. It attempts to empirically examine the IMC by using a quantitative approach to examine and validate a conceptual model using structural equation modelling. Given the increased attention on the IMC, the lack of systematic and empirical research on the IMC is alarming.
This study might be examined by conducting an exploratory research. Furthermore, replicated study is required to gain greater generalisability and validity for the examined measurement and relationships. In addition, the developed and extended scales of the favourable IMC and the related research constructs could be investigated in future research. Future research could replicate the conceptual framework of the present study in another setting. Furthermore, to adapt the constructs used in the current conceptual framework for a different research setting, future study should examine the validity and reliability of the constructs of interest. Because some of the findings of this study, such as the direct effect of strategy on uncontrolled communication, were unexpected and could be related to the type of business that the case company belongs to, future study might usefully repeat this research in another sector or country, to examine the abstractions of the findings. Furthermore, the relationship between the uncontrolled communication and trust and commitment was not found to be significant. This could be a long-term investigation. Keh, H.T., Nguyen, T.T. and Ng, H.P. (2007) , "The effects of entrepreneurial orientation and marketing … found that e-mail is well established and widely used, the traditional channels of television, radio, newspapers and direct mail retain their historically favored attributes of trust and reliability of information that make them still preferred by consumer recipients of marketing communications, even by 'tech savvy' younger consumers who use e-mail and SMS extensively. … found not least of these is the apparent reluctance of many businesses to adopt anything more than an insideout approach to IMC-in other words, bundling promotional mix elements together so they look and sound alike. (2001) 
